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ABSTRACT
A lot of effort has been made by the Malaysian government via go-green campaigns to 
relay the importance of green behaviour to society. Go-green campaigns have been in force 
over the last three decades but the effectiveness of such campaigns is yet to be determined. 
This study seeks to uncover the association between the socio-demographic characteristics 
and the respondents’ attitude towards green behaviour based on the information they 
received through the go-green campaigns. A structured questionnaire was designed as the 
instrument to gather data for this study. A conceptual model was developed to identify 
the variables that were likely to affect the respondents’ attitude and decisions on adopting 
green behaviour. One thousand two hundred and six (1,206) respondents were administered 
randomly to discover their intention of performing green behaviour following the go-green 
campaigns. Chi-square and the binary logistic regression model were applied to answer 
the study objectives. The results show that selected socio-demographic profiles such as 
age and marital status significantly affect the respondents’ intention towards performing 
green behaviour.
Keywords: Attitude, green behaviour, go-green campaign, logit regression, socio-demographic
INTRODUCTION
Concern for protection of the environment 
began at the end of the 1960s in the United 
States of America and the European Union 
(Grnert & Juhl, 1995). In recent years, great 
attention has been given to environmental 
degradation and conservation and these 
issues are now part of the global agenda. 
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Among the environmental problems, 
climate change has become a core issue. 
It has a negative impact on the earth and 
includes issues such as the increase of global 
mean temperatures, rising sea levels and 
imbalanced global temperature distribution 
in tropical and polar areas (IPCC, 1990). 
There have been a number of international 
agreements to protect the environment such 
as the Kyoto Protocol, which was drafted by 
the United Nations Framework Convention 
on Climate Change (NUFCCC) in 1997. The 
convention aims to protect the environment 
and was enforced in 2005. This international 
agreement contains 26 articles and carries 
the signatures of 166 countries that have 
committed to apply the articles to reduce the 
production of greenhouse gases (UNFCCC, 
2012).
Today, consumers have become 
more concerned about the direct effect of 
environmental problems on their daily life 
(European Commission, 2008). Moreover, 
the Global Environment Outlook (GEO/4) 
believes in integrating the protection of 
the environment into a mind-set and to 
encourage greater public participation in 
environmental programmes (Hounsham, 
2006). To achieve this, educational 
programmes and promotional campaigns 
such as go-green campaigns are being 
employed.
The seriousness of environmental 
problems and protection in Malaysia can be 
traced back to 1974 when the Environment 
Quality Act was introduced (Initial National 
Communiation, 2000). However, the 
country is still facing some environmental 
problems such as water and air pollution 
(DOE, 2010). The sources of water pollution 
in Malaysia come from sewage treatment 
plants, manufacturing, agro-based industrial 
and animal farming as well as agricultural 
activities and surplus plane (DOE, 2010). 
Similarly, the sources of air pollution 
are related to industrial and vehicular 
emissions (DOE, 2010). Air pollution can 
also be linked to forest fires in Sumatra and 
deforestation in Malaysia and Indonesia 
(Ramachandran, 2012). Thus the Malaysian 
government has made a strong effort and 
commitment to protect the environment. 
For instance, in 2005, the National Strategy 
Plan for Solid Waste Management was 
introduced. Along with this plan, the go-
green campaign of 3R (i.e. Reduce, Reuse, 
Recycle) was launched (Chua et al., 2005). 
In 2009, the government introduced a new 
ministry known as Ministry of Energy, 
Green Technology and Water. Together 
with Non-Governmental Organisations, the 
ministry organises campaigns on awareness 
of the importance of environmental 
conservation and ways to protect it. Thus, 
the ministry promotes and encourages the 
public to use green technology as well as 
eco-friendly products (KeTHA, 2009). 
The go-green campaign of ‘No Plastic 
Bag Day’ every Saturday was launched in 
2010; customers are charged 20 sen per 
plastic bag on Saturdays as a measure to 
encourage them to bring their own shopping 
bags (MDTCC, 2012). Moreover, Malaysia 
has launched a nationwide campaign 
to plant 26 million trees by 2014; this 
figure represents Malaysia’s population 
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of 26 million (The Star Online, 2010). 
Furthermore, Malaysia cooperated with the 
United Nations’ Environmental Programme 
in its ‘The Billion Tree Campaign’ in 2007, 
with around 10,000 Malaysian schools 
taking part by planting trees around the 
country (Amar, 2008). In 2013, Malaysia 
joined the ‘Earth Hour Campaign’ against 
climate change for the third time through 
its representative; the World Wildlife 
Foundation for Nature Malaysia (WWF-
Malaysia) (The Star Online, 2013).
A REVIEW OF THE LITERATURE 
Green consumers are those who are 
increasingly aware and concerned about 
environmental issues (Soonthonsmai, 
2007) and aim to perform green behaviour 
(Akehurst et al., 2012). Green behaviour 
is generally judged in the context of 
consideration by society as a protective 
way to conserve the environment or as a 
tribute to healthy environment (Krajhanzl, 
2010). Social psychology literature on 
environmentally-friendly behaviour argues 
that attitude is an important factor for 
performing this behaviour (Donaton & 
Fitzerald, 1992). In another study on Dutch 
households by Arkesteijn and Oerlemans 
(2005), it was found that the attitudinal 
factors  towards the environmental 
responsibility are significantly influential 
in the adoption of green behaviour. Other 
studies also suggest that there are several 
influential factors such as effectiveness 
and beliefs that influence the intention to 
perform green behaviour (Barnes & Parks, 
2012). Furthermore, Padel and Foster (2005) 
also found that environmental concerns 
could be effective in performing green 
behaviour. Motivation (Steg, 2008) could 
be another influential factor that is related 
to green behaviour. In addition, the findings 
of the study by De Pelsmacker and Janssens 
(2007) show the importance of the role that 
society plays on an individual when making 
decisions to perform green behaviour. 
Similarly, demographic characteristics 
(Squires et al., 2001) such as marital status, 
age, gender and educational level can 
affect the performance of behaviour related 
to the environment (Squires et al., 2001; 
Mostafa, 2007; Mills & Schleich, 2012; 
Nguyen et al., 2010; Egea & Garc, 2013). 
Han et al. (2009) indicate that women are 
strongly different in terms of possessing 
environmentally-friendly behaviour than 
men. Moreover, Rezai et al. (2013) have 
shown that the socio-demographic factors of 
educational level affect the intention to go 
green. Beside, Nasir and Karakaya (2013) 
assert that age of the respondents positively 
affects the intention of performing green 
behaviour, and younger respondents (Royne 
et al., 2011) are more willing to behave in 
an environmentally-friendly way.
A campaign is an educational tool for 
changing a behaviour (Coffman, 2002), and 
its impact is not the same for a target with 
different social demographic characteristics 
(Curtis & Headicar, 1997). Farrelly et 
al. (2002) state that campaigns can be 
influential on attitude and belief as well as 
intention. However, Reubsaet et al. (2009) 
believe that campaigns in some ways can 
increase knowledge and shape the attitude 
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of a target group with no footprints on 
attitude. Go-green campaigns are those 
campaigns which make respondents become 
aware of environmental degradation and try 
to teach people to adopt green behaviour 
in order to save the environment and 
subsequently the earth (Islam et al., 2010). 
In Malaysia the concept of go green is new 
(Phuah et al., 2012) and people are still not 
quite familiar with or aware of go-green 
campaigns (Rahim et al., 2012 & Phuah 
et al., 2012,). For example, the go-green 
campaign, ‘No Plastic Bag Day’ was not 
very popular at the beginning (Azman et 
al., 2012); however, after a lapse of time the 
public showed a positive attitude towards it 
(Zen et al., 2013). In contrast, Omran et al. 
(2009) concluded that some other go-green 
campaigns such as the one on waste disposal 
in Malaysia failed because respondents did 
not have a positive attitude towards it.
In spite of all the effort put into 
protecting the environment, the concept of 
green behaviour is still new in Malaysia. 
Therefore, this study aimed to measure 
the respondents’ attitude towards go-green 
campaigns. It is important to measure 
which socio-demographic variables will 
influence the respondents’ attitude towards 
participating in go-green campaigns that 
reflect their concern for the environment. 
The study also aimed to predict the extent to 
which socio-demographic variables would 
affect the respondents’ intention to perform 
green behaviour as a result of go-green 
campaigns.  
MATERIALS AND METHODS
The sampling method of the present study 
was simple random sampling. One thousand 
two hundred and six (1206) respondents were 
randomly selected. They were interviewed 
via the structured questionnaire in Klang 
Valley in Malaysia to test their attitude 
towards go-green campaigns and green 
behaviour. Supermarkets such as Tesco, 
AEON, Big AEON, EcoSave and Giant were 
selected as locations to collect data because 
people from all walks of life go there to do 
their shopping. A 7-point Likert scale (1 
presents strongly disagree and 7 presents 
strongly agree) was applied to determine 
the respondents’ attitudinal measurement 
of attitude towards go-green campaigns 
and green behaviour. The questionnaire 
consisted of four sections.
The first section measured the knowledge 
and awareness of the respondents about go-
green campaigns and green behaviour as it 
is argued by Hoch and Delghton (1989) and 
Park et al. (1994). In this part, respondents 
were asked some questions such as “Have 
you ever heard of go-green campaigns?” 
and “Are you aware of the green behaviour 
idea?”
The second section measured how much 
the respondents’ attitude was affected by 
go-green campaigns and acquiring green 
behaviour by using a 7-point Likert scale 
with reference to Taylor and Todd (1995). 
To find out the respondents’ attitude towards 
go-green campaigns and green behaviour 
questions such as “In my opinion if I 
follow a go-green campaign I can protect 
the environment” and “To me, using fewer 
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plastic bags is a step towards green” were 
asked.
As argued by Rezai et al. (2013), the 
intention of the behaviour can be measured 
by the dichotomous questions. The third 
section of the questionnaire measures the 
intention of respondents to perform green 
behaviour via go-green campaigns. In 
this part, the intention was tested through 
statements like “Do you find go-green 
campaigns influential in building your 
intention to perform green behaviour?” 
Finally, the last section of the questionnaire 
gathered information on socio-economic 
and demographic characteristics of the 
respondents such as gender, age, income 
level, educational background, marital status 
and residential area. 
To achieve the study’s objective, a 
reliability test, chi-square analysis and 
binary logistic regression were employed. 
The reliability test of the Cronbach alpha 
was used to test the internal consistency 
among the statements in the questionnaire. 
Chi-square analysis was employed to test 
whether or not there was a significant 
difference between the selected socio-
demographic variables and the respondents’ 
attitude towards go-green campaigns and 
green behaviour. The following hypotheses 
were subsequently formed:
Hypothesis 1
There is no significant difference 
between socio-demographic 
factors such as gender, age, marital 
status or educational level and the 
respondents’ attitude towards go-
green campaigns with regards to 
concern for the environment. 
Hypothesis 2
There is no significant difference 
between socio-demographic 
factors such as gender, age, marital 
status or educational level and 
the respondents’ attitude towards 
green behaviour in reducing global 
warming and climate change 
through the effects of go-green 
campaigns. 
Hypothesis 3
There is no significant difference 
between socio-demographic 
factors such as gender, age, marital 
status or educational level and 
the respondents’ attitude towards 
go-green campaigns where these 
programmes are perceived as being 
informative.
The binary logistic regression was 
applied to estimate the effects of the 
independent variables on the intention of 
respondents to perform green behaviour 
as a result of go-green campaigns. Table 
1 illustrates the explanatory variables 
that were used in this model to gauge the 
respondents’ intention to perform green 
behaviour. The dichotomous dependent 
variable Y is the ‘respondents’ intention 
to perform green behaviour as a result of 
go-green campaigns’. The two categories 
of this variable are ‘respondents intention 
to perform green behaviour ‘, which is 
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coded as 1, and the second category is 
‘respondents do not have the intention 
to perform green behaviour’, which is 
coded as 0. The present study selected 
the following variables as independent 
variables: gender, marital status, residential 
area, income level, education background, 
age, environmental concern, motivation and 
concern for society, importance of green 
behaviour and participation in go-green 
campaigns. The binary logistic regression 
model in particular is presented as:
ln
π
1 − π
= β0 + β1xGender + β2xMarital Status + β3x Residential Area + β4x Income
+ β5x Educational Level + βx6 Age + β7x Environmental concern   
+ β8x Importance of green behaviour  + β9x Motivation  + β10x Concern for the society
+ β11x Participating in go−green campaign + e 
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RESULTS AND DISCUSSION
The Cronbach alpha value was determined 
to gauge the reliability of the study. This 
value was 0.946, which shows consistency 
among all the questions in the questionnaire; 
therefore, the model is fit for the study.
Descriptive Statistics Analysis
The socio-economic demographic of 
respondents are presented in Table 2. Out of 
1206 respondents, 67.3% of the respondents 
were female, 70.2% were residents of 
urban areas and 71.6% were married. Just 
over half of the respondents were educated 
at tertiary level (68.7%). With regards to 
age, 13.5% were below 25 years, with the 
majority being between 26-45 years of age 
(65.4%) while around 21.1% were over 46 
years of age.
Respondents’ Attitude Towards Go-Green 
Campaigns and Green Behaviour
Table 3 shows the respondents’ attitude 
towards go-green campaigns as well as 
green behaviour that is influenced via these 
campaigns. The results show that most 
of the respondents displayed a positive 
attitude towards go-green campaigns and 
green behaviour. Sixty-six percent of the 
resp ndents stated that by participating in 
go-green campaigns they could protect the 
environm nt, and 62.1% of the respondents 
believed that go-green campaigns informed 
them that green behaviour could r duce 
global warming and climate change. 
Moreover, 79.2% of the respondents 
believed that reducing the usage of plastic 
bags was a step towards becoming green. 
A positive attitude towards this campaign 
can be observed among respondents by 
analysing the responses. In this regard, 
75.2% of the respondents supported the 
statement that go-green campaigns informed 
them of how they could perform green 
behaviour. 
Chi-Square Analysis
Go-green campaigns can affect people of 
various socio-economic characteristics in 
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TABLE 1 
Explanatory Variables Measuring Respondents' Intention to Perform Green Behaviour via Go-Green 
Campaigns
Variables Design value (coding system)
Gender 0=Male
1=Female
Residential Area 0=Suburban
1=Urban
Marital Status 0=Single
1=Married
Income 0=Below RM 3000
1=Above RM 3001
Age 0=Below 35
1=Above36
Educational Level 0=Primary& Secondary
1=Tertiary
Participation in go-green campaign 0=Not participated
1=Participated
Environmental concerns 0=I am not concerned about the environment 
1=I am concerned about the environment 
Importance of green behaviour  0=Green behaviour is not important to protect the environment
1=Green behaviour is important to protect the environment
Motivation
0=I am not motivated to perform green behaviour via go-green 
campaign
1=I am motivated to perform green behaviour via go-green 
campaign
Concern for society 0=Not being concerned for society
1= I am concerned for society
different ways. Therefore, it is interesting 
to find the association between the 
demographic profile of the respondents 
including gender, marital status, educational 
level and age with their attitude towards 
go-green campaigns and green behaviour. 
Table 4 explains the results of the chi-
square test between the socio-demographic 
characteristics of the respondents and their 
attitude towards the go-green campaigns 
with regards to concern for the environment. 
The results show that only marital status 
had an insignificant association with the 
attitude towards go-green campaigns and 
concern for the environment. Respondents 
who were female (χ2= 7.96, p<0.01) 
displayed a greater positive attitude towards 
these types of campaigns to preserve the 
environment. Furthermore, respondents who 
were educated at tertiary levels showed a 
more positive attitude towards this concept 
(χ2=19.11,p<0.01). In terms of age, the 
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TABLE 2 
Demographic Profile of Respondents (n=1206)
Characteristics Percentage Characteristics Percentage
Gender Educational level
Female 67.3 Primary 9.1
Male 32.7 Secondary 22.1
Residential area Tertiary 68.7
Urban 70.2 Income level
Suburban 29.8 <2000 14.8
Marital status 2001-3000 26.8
Single 28.4 3001-4000 36.6
Married 71.6 4001-5000 12.6
Age >5001 9.3
<25 yrs 13.5
26-35 31  
36-45 34.4
46-55 14.3
>56yrs 6.8
TABLE 3 
Respondents’ Attitude Towards Go-Green Campaigns and Green Behaviour
Statement
Likert scale scores (percentage)
Mean
1̽ 2̽ 3̽ 4̽ 5̽ 6̽ 7̽
1. I believe that if I follow go-green campaigns 
I can protect the environment. 0.8 1 2.4 6.1 23.7 38.9 27 5.69
2. Go-green campaigns tell me my green 
behaviour can reduce global warming and 
climate change.  
1 1.2 3.5 9.5 22.9 32.1 30 5.68
3. To me, using fewer plastic bags is a step 
towards going green. 0.7 1.2 2.7 5.9 10.4 33.1 46 6.08
4. Go-green campaigns inform me of how I can 
perform green behaviour. 0.6 1.2 3.2 6.1 13.6 30.3 45 5.87
TABLE 4 
Chi-square Value and Respondents’ Attitude Towards Go-Green Campaigns and Concern for the 
Environment 
Socio-demographic variables χ2
Gender 7.968̽ ̽ ̽ 
Age 57.311 ̽ ̽̽ ̽
Marital status 0.84
Educational level 19.117 ̽̽ ̽ ̽
̽ ̽ ̽ Significant at 1% level  
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respondents who were younger than 35 
years had a more positive attitude that 
go-green campaigns could protect the 
environment (χ2=57.311,p<0.01).
The result of chi-square in testing 
the association between the respondents’ 
demographic profile and their attitude 
towards green behaviour to reduce global 
warming and climate change through the 
effects of go-green campaigns are presented 
in Table 5. The results show that respondents 
who were female (χ2= 95.158, p<0.01) and 
married (χ2= 54.313, p<0.01) displayed 
a more positive attitude towards green 
behaviour and believed that this behaviour 
could reduce global warming and positively 
affect climate change. 
S imi lar ly,  Table  6  summarises 
the results of the association between 
demographic profiles of the respondents and 
their attitude towards go-green campaigns 
and perception of these programmes as 
being informative. The results show that 
respondents who were below 35 years old 
had a positive attitude and perceived these 
campaigns as being informative (χ2= 38.587, 
p<0.01). Furthermore, those who were 
married (χ2=2.833, p<0.1) and educated at 
tertiary level (χ2=16.52, p<0.01) displayed 
a more positive attitude towards go-green 
campaigns compared to persons who were 
single and less educated. 
Results of the Binary Logistic Regression 
The application of the binary logistic 
regression was used to find the extent 
to which the selected socio-economic 
characteristics and attitudinal factors 
influenced respondents in having the 
intention to perform green behaviour. 
Table 7 shows the estimate logistic model 
for respondents’ intention to perform 
green behaviour via go-green campaigns. 
Based on the results, the socio-economic 
characteristics of respondents such as 
gender, residential area, marital status, age, 
educational level and income influenced 
their intention. It also shows that go-green 
campaigns had a greater influence on 
women than on men by 1.57 times since the 
estimated coefficient for gender was positive 
and significant at 99% confidence level. 
The finding indicates that the estimated 
coefficient for the married respondents was 
positive and they had 1.65 times greater 
intention in performing this behaviour 
compared to singles.
Respondents who were residents of urban 
areas were more likely to go green by 1.68 
times with a positive estimated coefficient 
at 95% confidence level. Furthermore, the 
results indicate that those who were older 
than 35 years were 0.52 times less likely 
to go green than other age groups. Income 
level and educational background can play 
an effective in adopting green behaviour as 
the respondents who had tertiary education 
and an income level of more than RM3001 
a month displayed a stronger intention to go 
green. The likelihood of intention to behave 
in an environmentally-friendly way due to 
go-green campaigns was increased by 2.64 
times in the case of educated persons (i.e. 
tertiary level); by 2.47 times in the case 
of persons with higher incomes (above 
RM3001 per month). The results also 
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TABLE 5 
Chi-square Value and Respondents’ Attitude Towards Green Behaviour to Reduce Global Warming and 
Climate Change with the Effects of Go-Green Campaigns
Socio-demographic variable χ2
Gender 95.158̽ ̽ ̽ ̽
Age 0.663
Marital status 54.313̽ ̽ ̽ ̽
Educational level 7.765 ̽ ̽
TABLE 6  
Chi-square Value and Respondents’ Attitude Towards Go-Green Campaigns and Perceiving Go-Green 
Campaigns as Informative Programmes
Socio-demographic variable χ2
Gender 1.521
Age 28.587̽̽̽ ̽ ̽
Marital status 2.833̽ 
Educational level 16.52̽ ̽ ̽
̽ ̽ ̽ Significant at 1% level, significant at 10% 
TABLE 7 
Estimated Logistic Model for Intention to Perform Green Behaviour via Go-Green Campaigns
Variables Estimated 
coefficients 
Standard errors Significant level Exp (B)
Gender 0.455 0.229 0.047 ̽ ̽ 1.576
Marital Status 0.502 0.238 0.035̽̽ ̽ 1.654
Residential area 0.523 0.243 0.000̽ ̽ ̽ 1.688
Educational level 0.817 0.232 0.000̽ ̽ ̽ 2.643
Income 0.905 0.229 0.000̽ ̽ ̽ 2.472
Age -0.645 0.235 0.006̽ ̽ ̽ 0.525
Environmental concerns -0.109 0.108 0.313 0.897
Importance of green behaviour 0.264 0.177 0.000̽ ̽ ̽ 14.50
Motivation -0.168 0.124 0.174 0.845
Concern for the society 2.507 0.172 0.000̽ ̽ ̽ 12.27
Participating in go-green campaign 0.565 0.217 0.009̽ ̽ ̽ 1.760
Constant -1.435 0.347 0.000 0.238
-2 log likelihood 611.33 Nagelkerke R 
Square
0.77
Cox and Snell R Square 0.571 Hosmer and 
Lemeshow Test
0.381
 ̽ ̽ significant at 1% level,  ̽ ̽significant at 5% level   
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indicate the important role society plays in 
the intention to go green (Table 7). Based 
on the results, the variable of concern for 
society was significant at 99%, and this 
variable was highly effective as the odds 
of the respondents having the intention to 
perform green behaviour due to concern 
for society was 12.27 times higher than 
for respondents who were not concerned. 
Furthermore, the variable of the importance 
of performing green behaviour plays a role 
on the intention of the person to perform 
green behaviour. The likelihood of having 
the intention to perform green behaviour 
via go-green campaigns for respondents 
whose attitude was that performing green 
behaviour was important for protecting 
the environment increased by 14.50 times 
more than for the other respondents. The 
results show that participating in go-
green campaigns is effective in building 
green intentions. The positive estimated 
coefficient at 99% shows that respondents 
who participated in go-green campaigns had 
a higher intention by 1.76 times. In addition, 
the other two variables of motivation 
and environmental concerns were not 
effective as the related coefficients were 
not significant. 
DISCUSSION
In this study, the attitude of respondents 
towards go-green campaigns, green 
behaviour and the intention of behaving 
in an environmentally-friendly way as 
a result of go-green campaigns were 
tested. Similar to other studies, the present 
study concludes that there is a significant 
difference between the socio-demographic 
profiles of the respondents including age 
and marital status (Thompson, 1998) and 
educational level (Magnusson et al., 2001; 
Roitner-Schobesberger, 2008) with their 
intention of performing green behaviour. For 
instance, during this study, it was observed 
that respondents with higher education 
(i.e. tertiary level) were more concerned 
about the environment. This finding is 
supported by the literature, which asserts 
that educational level positively affects the 
attitude and intention of performing green 
behaviour (Onyango et al., 2007; Tsakiridou 
et al., 2008).
Furthermore, in the present study, it was 
observed that the attitude that green behaviour 
can reduce environmental degradation like 
climate change was observed to be greater 
among women compared to men. To support 
this finding, Banerjee and McKeage (1994) 
explain that women are more conscious 
of the environment and they are more 
likely to purchase eco-friendly products 
than men. Moreover, during this study, it 
was observed that respondents who were 
younger than 35 years old and held a higher 
educational degree (i.e. tertiary level) had 
the attitude that go-green campaigns were 
an informative source for them.
In addition to the above findings, this 
study contributes to the literature on the 
effects of socio-economic characteristics 
and attitudinal factors on intention to 
perform green behaviour due to go-green 
campaigns. Based on the results, it can be 
stated that respondents who were women, 
younger (below 35 years old) and more 
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highly educated (i.e. tertiary level) were 
more likely to have the intention to perform 
green behaviour via go-green campaigns. 
These results are consistent with the results 
of the study by Egea and Garc (2013), in 
which gender and education levels were 
proven to be effective on environmentally 
motivated consumption reduction but not 
age. Besides, the variable of concern for 
society was observed as being one of the 
main predictors of intention to behave in 
a green way via go-green campaigns. This 
finding corresponds with the findings of 
the study by Prestin and Pearce (2010), 
which showed the important role of society 
in influencing a person to perform green 
behaviour. Furthermore, the findings of 
the current study support the crucial role 
of the importance of the green behaviour 
variable. In fact, this variable plays an 
important role as one of the main predictors 
of intention in performing green behaviour. 
This finding is also supported by the 
findings of Laroche et al. (2001), which 
showed that consumers who are willing to 
pay more for green products are those who 
believe that awareness of present ecological 
problems and use of environmentally-
friendly products are important.
Besides this, the findings of the present 
study contribute to the effectiveness of the 
role of participating in go-green campaigns. 
Therefore, it can be concluded that if the 
respondents are motivated to participate in 
go green campaigns and green activities, the 
likelihood of having the intention to perform 
green behaviour will increase among 
them. In this regard, campaign organisers 
from both the governmental sectors and 
Non-Governmental Organisations can 
set up programmes such as exhibitions, 
trade shows and seminars or workshops to 
introduce the concept of green behaviour 
to the public. These programmes can 
present the adverse effects of environmental 
degradation like global warming, air 
pollution and water pollution on both the 
environment and human life. Moreover, 
possible actions that can be taken by humans 
to reduce environmental degradation can 
be taught. Through these programmes, the 
general public can be motivated to perform 
green behaviour after being given more 
information on how they can behave in an 
environmentally-friendly way in order to 
protect the environment. 
CONCLUSION
There is no doubt that changing one’s 
behaviour is a time-consuming endeavour. 
Go-green campaigns are just a beginning for 
people who aim to change their behaviour. 
An effort should be made to expand 
the influence and accessibility of such 
environmental protection programmes. 
REFERENCES
Akehurst, G., Afonso, C., & Gonçalves, H. 
M. (2012). Re-examining green purchase 
behaviour and the green consumer profile: New 
evidences. Management Decision, 50, 972–988. 
doi:10.1108/00251741211227726.
Amar, M. (2008). Plant for the plan: The billion tree 
campaign. The United Nations Environmental 
Protection, 1–82.
Changing Attitude Towards Green Behaviour
89Pertanika J. Soc. Sci. & Hum. 23 (S): 77 - 92 (2015)
Arkesteijn, K., & Oerlemans, L. (2005). The early 
adoption of green power by Dutch households. 
Energy Policy, 33, 183–196. doi:10.1016/S0301-
4215(03)00209-X.
Azman, N., Ismail, H., Shaharuddin, B., Ismail, I., & 
Narayansamy, M. (2012). Knowledge ,attitude, 
practices of campaign on recycle. A Case 
Study at AMDI,USM, International Journal 
of Environment, Ecology,Family and Urban 
Studies, 2, 8–18.
Banerjee, B., & McKeage, K. (1994). How green is 
my value: Exploring the relationship between 
environmentalism and materialism. Advances 
in Consumer Research, 21, 147–52.
Barnes, H., & Parks, C. (2012). Perceptions of 
behaviors that cause and mitigate global warming 
and intentions to perform these behaviors. 
Journal of Environmental Psychology, 32, 
246–259. doi:10.1016/j.jenvp.2012.04.002.
Chua, K. H., Shahid, E. J. M., & Leong, Y. O. (2005). 
Sustainable municipal solid waste management 
and GHG abatement in Malaysia. Green & 
Energy Management, 1–8.
Coffman, J. (2002). Public communication campaign 
evaluation. Harvard Family Research Project, 
1–42.
Curtis, C., & Headicar, P. (1997). Targeting travel 
awareness campaigns which individuals are more 
likely to switch from car to other transport for 
the journey to work. Transport Policy, 4, 57–65.
De Pelsmacker, P., & Janssens, W. (2007). The effect 
of norms, attitudes and habits on speeding 
behaviour: Scale development and model 
building and estimation. Accident; Analysis 
and Prevention, 39, 6–15. doi:10.1016/j.
aap.2006.05.011.
DOE. (2010). Malaysia Environmental Quality 
Report, Department of Environment, 80.
Donaton, S. & Fitzerald, K., 1992. Polls show 
ecological concern is strong. Advertising Age, 
63(24), 49.
Egea, M. O., & Garc, N. (2013). Toward consumption 
reduction: An environmentally motivated 
perspective. Journal of Psychology and 
Marketing, 30, 660–675. doi:10.1002/mar.
European Commission. (2008). Attitudes of European 
citizens towards the environment, pp.1–127. 
European Commission
Farrelly, M. C., Healton, C. G., Davis, K. C., Messeri, 
P., Hersey, J. C., & Haviland, M. L. (2002). 
Getting to the truth: Evaluating national tobacco 
countermarketing campaigns. American Journal 
of Public Health, 92, 901–7.
Grnert, S., & Juhl, H. (1995). Values, environmental 
attitude, and buying of organic food. Economic 
Psychology, 16, 39–62.
Han, H., Hsu, L.-T. (Jane), & Lee, J.-S. (2009). 
Empirical investigation of the roles of attitudes 
toward green behaviors, overall image, gender, 
and age in hotel customers’ eco-friendly 
decision-making process. International Journal 
of Hospitality Management, 28, 519–528. 
doi:10.1016/j.ijhm.2009.02.004.
Hoch, S. J., & Deighton, J. (1989). Managing what 
consumers learn from experience. Journal of 
Marketing, 53, 1–20.
Hounsham, S. (2006). Painting the town green. First 
Group, UK, pp.1–152.
Initial National Communiation. (2000). Malaysia. 
United Nations framework convention on climate 
change Minstry of Science, Technology and the 
Environment.
IPCC. (1990). Climate Change: Synthesis report. 
Contribution of working group II to the assesment 
report of the Intergovernmental Panel on Climate 
Change, pp.1–296.
Golnaz Rezai, Masoumeh Hosseinpour, Mad Nasir Shamsudin, Ismail AbdLatif and Juwaidah Sharifuddin
90 Pertanika J. Soc. Sci. & Hum. 23 (S): 77 - 92 (2015)
Islam, M. R., Saidur, R., Rahim, N. A., & Solangi, K. 
H. (2010). Usage of solar energy and its status 
in Malaysia. Engineering e-Transaction (ISSN 
1823-6379) 5, 6–10.
KeTHA. (2009). Ministry of Energy, Green 
Technology and Water Ministry of Energy 
Green Technology and Water, Retrieved 2012 
December 29 from http://www.kettha.gov.my/en.
Kra jhanz l ,  J .  (2010) .  Envi ronmenta l  and 
proenvironmental behavior. School and Health, 
21, 251–74.
Laroche, M., Bergeron, J., & Barbaro-Forleo, G. 
(2001). Targeting consumers who are willing to 
pay more for environmentally friendly products. 
Journal of Consumer Marketing, 18, 503–520.
Magnusson, M. K., Arvola, A., Hursti, U. K. K., Åberg, 
L., & Sjödén, P. O. (2001). Attitudes towards 
organic foods among Swedish consumers. British 
Food Journal, 103, 209–227.
MDTCC. (2012). Ministry of Domestic Trade 
Cooperatives and Consumerism. Retrieved 2012, 
September 29 from http:// www.kpdnkk.gov.my/
web/guest/media-majlis-pelancaran-kempen-
kurangkan-penggunaan-beg-plastikdan- hari-
tanpa-beg-plastik.
Mills, B., & Schleich, J. (2012). Residential 
energy-efficient technology adoption, energy 
conservation, knowledge, and attitudes: An 
analysis of European countries. Energy Policy, 
49, 616–628. doi:10.1016/j.enpol.2012.07.008.
 Mostafa, M. M. (2007). Gender differences in 
Egyptian consumers’ green purchase behaviour: 
The effects of environmental knowledge, 
concern and attitude. International Journal of 
Consumer Studies. 31, 220–229.
Nasir, V. A., Campus, H., Hisarustu, B. B. R., & 
Istanbul, B. (2013). Underlying motivations of 
organic food purchase intentions. Agribusiness, 
2008, 1–19. doi:10.1002/agr.
 Nguyen, L. Q., Du, Q., & Friedrichs, Y. Von. (2010). 
Effectiveness of Eco-label? A study of Swedish 
university students’ choice on ecological food. 
Thesis.UMEA university.
Omran, A., Mahmood, A., Abdul Aziz, H., & 
Robinson, G. M. (2009).  Investigating 
households attitude toward recycling of solid 
waste in Malaysia: A case study. International 
Journal of Environmental Research, 3, 275–288.
Onyango, B. M., Hallman,W. K., & Bellows, A. C. 
(2007). Purchasing organic food in US food 
system:A study of attitudes and practices. 
Brithish Food Journal, 109, 399–411.
Padel, S. & Foster, C. (2005). Exploring the gap 
between attitudes and behaviour. British Food 
Journal, 107, 606–25.
Park, C. W., Mothersbaugh, D. L., & Feick, L. (1994). 
Consumer knowledge assessment. Journal of 
Consumer Research, 21, 71–82.
Phuah, K., Rezai, G., Mohamed, Z.A, & Shamsudin, 
M. N. (2012). Consumers’ awareness and 
consumption intention towards green foods. 
African Journal of Business Management, 6, 
4496–4503. doi:10.5897/AJBM11.1414.
Prestin, A., & Pearce, K. E. (2010). We care a lot: 
Formative research for a social marketing 
campaign to promote school-based recycling. 
Resources, Conservation and Recycling, 54, 
1017–1026.
Ramachandran, C. P. (2012). Climate change-
environment and infectious diseases. United 
Nations Association Malaysia. Retrieved 2013 
November 25 from http://www.unam.org.my/
index.php/publication/35-climate-change-
environment-and-infectious-diseases.
Rahim, M. H. A., Zukni, R. Z. J. A., Ahmad, F., 
& Lyndon, N. (2012). Green advertising and 
environmentally responsible consumer behavior: 
The level of awareness and perception of 
Malaysian youth. Asian Social Science, 8(5), 46.
Changing Attitude Towards Green Behaviour
91Pertanika J. Soc. Sci. & Hum. 23 (S): 77 - 92 (2015)
Reubsaet, A., van Osch, L. A D. M., de Vries, H., 
Op de Coul, M. R., & Lechner, L. (2009). 
Some signals cannot wait: Effects of a national 
campaign on early detection of cancer among 
Dutch adults (>55 years). Cancer Epidemiology, 
33, 194–200. doi:10.1016/j.canep.2009.07.005.
Rezai, G., Kit, P., Mohamed, Z. A., & Shamsudin, 
M. N. (2013). Going green : Survey of 
perceptions and intentions among Malaysian 
consumers. International Business and 
Management, 6, 104–112. doi:10.3968/j.
ibm.1923842820130601.1125.
Roitner-Schobesberger, B., Darnhofer, I., Somsook, 
S., & Vogl, C. R. (2008). Consumer perceptions 
of organic foods in Bangkok, Thailand. Food 
Policy, 33, 112–121.
Royne, M. B., Levy, M., & Martinez, J. (2011). 
The public health implications of consumers’ 
environmental concern and their willingness 
to pay for an eco-friendly product. Journal of 
Consumer Affairs, 45, 329–343. doi:10.1111
/j.1745-6606.2011.01205.
Soonthonsmai, V. (2007). Environmental and green 
marketing as global competitive edge: Concept, 
synthesis, and implication. EABR (business) 
and ETLC (teaching). Conference Proceeding, 
Venice, Italy.
Squires, L., Juric, B., & Cornwell, T. B. (2001). 
Level of market development and intensity of 
organic food consumption: Cross-cultural study 
of Danish and New Zealand consumers. Journal 
of Consumer Marketing, 18, 392–409.
Steg, L. (2008). Promoting household energy 
conservation. Energy Policy, 36(12), 4449–4453. 
doi:10.1016/j.enpol.2008.09.027.
Taylor, S., & Todd, P. (1995). Understanding 
household garbage reduction behaviour: A test 
of an integrated model. Journal of Public Policy 
and Marketing, 14, 192–204.
The Star Online. (2010). One tree for one Malaysia 
in Earth Day campaign. Retrieved 2013 July 
02 from http://thestar.com.my/news/story.
asp?file=/2010/4/22/nation/20100422135839&
sec=nation.
The Star Online. (2013). Malaysia to join Earth 
Hour campaign on March 23. Retrieved 2013 
April 28 from http://thestar.com.my/news/story.
asp?file=/2013/2/21/nation/20130221193019.
Thompson, G. D. (1998). Consumer demand for 
organic foods: What we know and what we 
need to know. American Journal of Agricultural 
Economics, 80, 1113–1118.
Tsakiridou, E., Boutsouki, C., Zotos, Y., & Mattas, K. 
(2008). Attitudes and behaviour towards organic 
products: An exploratory study. International 
Journal of Retail & Distribution Management, 
36, 158–175.
UNFCCC. (2012). Status of ratification of the 
convention. United Nations. Retrieved 2012 
September 22 from http://www.un.org/wcm/
content/site/climatechange/lang/en/pages/
gateway/the-negotiations/the-un-climate-
change-convention-and-the-kyoto-protocol.
Zen, I. S., Ahmad, R., & Omar, W. (2013). No 
plastic bag campaign day in Malaysia and the 
policy implication. Journal of Environment, 
Development and Sustainability. doi:10.1007/
s10668-013-9437-1.

